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LIVE ¢ WORK ¢ PLAY

D;M@Q}r(;;y wE:t:n:}ME TO... | , ‘:LHHH :
Anywhere, USA. Uhy
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OYat are yous place attsiboctes?

OVhat ase your place differcntiatoss?

Ohat is the condition of your public spaces?
Dt is the appetite fou crcative placemaking?
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O Demographic Of Jaskboard: Of Jovwntown QHealth

® ODovntown W

184656242 of recent investment (82% private)
SRIA03905 of potential investment (88% priv)
57% sticet level vetail vacancy dows from 46%
$319 )7 of potential retail sales wnsealised
66 O)NUIR cnits cossently

86 OYN/R wonits wnder constrvetion

195 CAl] sestsicted wnits cussently

118 (A sestricted wnits under construction

465 total wnits %g 2020 (261 cecsrentlly)




® Jalent is attracted to wnique and authentic places, and downtowrs atbract talent
° mejwmawuwmmxmww
downtown revitaligation.

Jackson Live.
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®  QDecs the commaunity Rave the appetite to incentivise demand to get what it
desives






® DOl private capital see



o O)Nucltiple incentive strategics
® JIF Yar Clbatemest, OUOPNYC. Lorw Goocome DHorsing Jar Credits, Gite




SUR S ORES OERSS

Large Emplegers

r Yo )
ORetail | Gstarrant
Cats | Coltere
OMlaticnal Ofcativres
O P ARTI PN




Lc

Conplogers | Cev

e s

Linbing the Of)




—v—s 139 44|

Jackson




bliing the Qhivers: Clrts and Coulltscre

4
5
»
s
)
|
3
]
B
]
'
5
]
]




Linbing the O ivers: Clits and Cucltucre

S BRIGHT

& BRIGHT WALLS

MURAL

FESTIV

OCTOBER 4-9
DOWNTOWN JACKSON

FEATURING ARTISTS FROM
NEW YORK CITY - JACKSON
BRAZIL - THE NETHERLANDS
SAN FRANCISCO - DETROIT
PHILADELPHIA - LOS ANGELES
LIVE MUSIC - MURAL PAINTING « FUN

BRIGHTWALLSJACKSON.COM
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MANAGE YOUR MESSAGE
OR SOMEONE ELSE WILL.



BrandPrint

« Why Brand?
« What’s the alternative?

* How’s it done?
e Vision
» Strategy
e Commitment
- Execution

e Goal:

* Position our place in the mind of our
audience.




Why Brand?

* People are more loyal

* They buy/do/interact more

* Willing to pay more

* Travel farther; do more to find you
* Tell more people



Companies, organizations and communities
must manage their communications.

It is your brand.

Otherwise, prevailing perceptions, ideas,
reports and assumptions form the brand.
And once perceptions are created, it’s more
difficult to change, reinvent or convince
otherwise.




The Need for Branding

* There’s a discrepancy between the
community’s reality & its perception in
the public.

* Current communications don’t accurately
reflect the brand

* Need to create a clear distinction or
simply improve the impact of the
messaging.



BrandPrint
Building an Engaging Brand

* Target: Determine Who We Want to Reach

* Message: Craft a Compelling Message
 Method: Identify How & Where

* Management: Manage All Points of Contact




Target: Narrow the Focus

* More than just demographics
* Psychographics: Values, Interests,
Lifestyle, Behaviors
* Purpose: What do we want them to

do, buy or believe?



¥ Every organization has a specificmessage,
‘\J nrget audience and methods to rastJJ then

L
A

I1’s about_engaging.



“WHEN DEALING WITH PEOPLE, REMEMBER
YOU’RE NOT DEALING WITH CREATURES OF
LOGIC, BUT CREATURES OF EMOTION.”

- Dale Carnegie



* Avoid Attribute Only Messaging
* Strike an Emotional Chord
(using imagery and words)



WE PROCESS IMAGES

60,000 TIMES FASTER

THAN WORDS.

And recall 6 times more effectively.

_A



Puppies for sale!

$100/¢ea.
« Cute
« Cuddly
* Great companions
e Can learn tricks
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Pu/ois for sale!
$150/ ¢ea.



Building a Brand Identity

* ‘Local’ is not a brand identity

* Identify uniqueness, authenticity, personality
* Legitimizes the message; Live the brand

* Don’t tell me, compel me



Method: Getting the Word Out

* Selecting the Media & Methods
* Regionality; demographics; psychographics
* Where are they? When? How are they consuming
media?

* Media Mix: Traditional & New Media
 Managing the Media Strategy




Method: Social Media

- How has Social Media Changed the Game?

- Amount of time people spend on devices
* Type of content being consumed (image based)
» Ability to target
» Ability for further(& immediate) engagement
 Measurable

* Regionality matters; Audience profile matters
 (Facebook in MI; Transit signs w/QR codes in FL)

* Reporting: Tracking audience engagement




Method: Utilizing Social Media

» Social Media is a venue, not a strategy.
* Determine the Strategy:

 Share knowledge, information, ideas

- Promote events, happenings, highlights

* Involve audience: comments, polls, feedback
 Associate/Partner: articles, links, shares, blogs

* Integrate with other marketing efforts
 Online, advertising, communications, presentations




Managing the Message

 Manage All Points of Contact

* Consistency is the key!
It is the strength of the message; provides clarity

* Reporting & Tracking




Examples

* Crawfordsville Main Street, Crawfordsville, IN
* Create energy, pride of place, encourage activity
& engagement

* Jackson Anchor Initiative, Jackson MI
°* Rebranding “Prison Town”
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Real

opportunity.

This building isn't vacant.
It's full of possibilities.

(765) 366-5764
www.crawfordsvillemainstreet.com

Inain Slree
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Downtown Jackson, MI

* “Prison Town”

°* Lack of focus in messaging

°* Needs:
* Identify assets
* Clarity of purpose in marketing/branding
°* Local engagement
* Strategic outreach
* Managed campaign




DOWNTOWN JACKSON




DOWNTOWN JACKSON DOWNTOWN JACKSON

SHOP, SHARE, DISCOVER & DINE PURSUE YOUR PASSION
IN DOWNTOWN JACKSON. IN DOWNTOWN JACKSON.

SeelJackNow.com SeeJackNow.com




WHETHER WORK OR PLAY,
JACK IS NEVER DULL.

DOWNTOWN JACKSON

SEEJACKNOW.COM

LOCAL NEIGHBORLY ART, MUSIC
FLAVORS. NEIGHBORS. & HISTORY.




DOWNTOWN JACKSON

SEEJACKNOW.COM

HISTORIC
ARCHITECTURE
& INNOVATIVE

IDEAS.

BUSINESS $40MM RECENT
FRIENDLY DOWNTOWN
CULTURE. INVESTMENT.




GET TO KNOW

JACH

DOWNTOWN JACKSON

JACK IS:

FUN
ENTERTAINING

LOCAL FLAVORS.
AN ORIGINAL VIBE.

A WALKABLE DOWNTOWN WITH
AUTHENTIC ART, MUSIC & HISTORIC SITES.
P
e\

ich
3

Legendary Downtown Jackson Symphony
Michigan Theatre Jackson Cruise In Orchestra

SEE WHAT ELSE IS HAPPENING
IN DOWNTOWN JACKSON

COLLABORATIVE

CREATIVE

BUSINESS FRIENDLY CULTURE.
$40MM RECENT DOWNTOWN INVESTMENT.
HISTORIC ARCHITECTURE FILLED WITH

o

Innovation Lofts on Louis Grand River
Center BRAND NEW! Brewery

PURSUE YOUR PASSION
IN DOWNTOWN JACKSON
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Please fill out'the form belowt6 get started!

NAME:*

COMPANY:

aporess: [IINIGIGNGEGEEEEEEEEEE
city: NG s/ TR z -
emaiL: I
PRGN :
CONTACT ME VIA: OEmail OPhone

I'M INTERESTED IN:

O Available Retail Space

O Cool Downtown Living & Residential Options
O Commercial Properties

O Development Opportunities

O More Information about Living & Working in Downtown Jackson

SUBMIT
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JACK

original

INNOVATIVE IDEAS,
ARTISTIC ENERGY &
A HISTORY OF
CREATING THINGS.

SEEJACKNOW.COM

prepare for

la.unch.

break sound
barriers.

explore
new waters.



original

DOWNTOWN JACKSON

22 ARMORY
r\ / I3II E SEEJACKNOW.COM

“ZUNION




original

DOWNTOWN JACKSON

SEEJACKNOW.COM

BRIGHT & WALLS
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DOWNTOWN JACKSON

c ’ SEEJACKNOW.COM

ROCKET

LAB
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DOWNTOWN JACKSON

SEEJACKNOW.COM




JUNE JULY

4™  First & Third Tuesday Live First & Third Tuesday Live
7t First Friday Film 5"‘ First Friday Film
18"  First & Third Tuesday Live 12t-14%  |nternational Music Festival
28" Summer Solstice Concert 16"  First & Third Tuesday Live
& Cruise In 26%™ Cruise In & Concert

Ny,
S ¢ . art . food

by i uZh s S SEPTEMBER

2" First Friday Film 6"  Art Walk

6"  First & Third Tuesday Live 27%  Cruise In & Concert
20"  First & Third Tuesday Live
239 Summer Pops & Cruise In

Qoin us Por a summer of mepagnae ovents!
FIRST & THIR%MY [ 4 A W lNTER L 'w.;"l

[y - S0 FILM

ORIGINAL SINGER SONGWRITER SERIES

More info at SeeJackNow.com




Draft  DESKTOP PREVIEW MOBILE PREVIEW

Jack Original
Justnow

Today is World Music Day and what a wonderful month of art and music it
has been so far for music!

Jackson hosted local events this month that included the 15th Annual Art
Beer, and Wine Festival and the 15th Annual Jackson Blues Fest last week

Kick this waekend off right with some intemational music of your own today!

oY Like () comment £ Share

Draft CESKTOP PREVIEW MOGILE §

Jack Original wee
Natnow QO
Got local support to help launch your next business with this 1-Oay
workshop
On Tuesday. June 11th, the Lean Rocket Lab will be hosting a workshop to
entreprenaurs. business owners, and local community members
Learn from local experts about customer validation, discovery and business
model canvasing Participants all get 1 on 1 coaching on your value
proposition. Leam move at https /\www leanrecketiab info/napkins-to-
nasdaq

ROCKET

HOW TO LAUNCH
YOUR OWN BUSINESS

Jack Original © Send Message

(fj Like (J) Comment & Share

FIRST & THIRD TU

ORIGINAL SINGER SONGWRITER SERIES

Draft  DESKTOP PREVIEW  MOGILE PREVEW

Jack Original
Justoow - Q@)

Remember the mobidity and freedom that a bicycle provided during your
younger years? On this World Bicycle Day, we'd e to recognize the
Armory Bike Union

The Armory Bike Union is managed by Terry Larkin and is an independently
funded and operated community bike repair shop in Jackson, Mi that aiso
provides training for local youth

Their building was recently sold and they are looking for a new home this
summer. i you can help them in their redocation process. please contact
them through their Facebook page

The Armory Bike Union (ABU) alma to bulld
educated, confident bicyclists and bike culture.

Jack Original Call Now




“WITHOUT STRATEGY, EXECUTION IS AIMLESS.
WITHOUT EXECUTION, STRATEGY IS USELESS.”

- Morris Chang, CEO, Taiwan Semiconductor Company



Getting Started

Keys to Getting Off the Ground:

* 50 - 70% Principal

* Internal Branding: Get people involved inside
* Dedicate a person/team & commit to a timeframe




Executing the Plan

* Develop the Brand Strategy & Identity

- Ensure Online Strategy Reflects the Brand
 Employ Outreach Marketing & Communications
* Integrate/Deploy Social Media

* Share Vision & Encourage Involvement

 Extend the Brand: Events, promotions, cross
promotions

* Public & Media Relations: Promote & Share via
media

 Live the Brand: Signage, wearables, car tags,




Thank you.

Jacob Hurt, CMSM, COO
Jackson Anchor Initiative, Jackson, MI

John Greavu, Creative Director
Boom Advertising, Charleston, SC



